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Executive summary

With developments in AI and the megatrends, the marketing function of Amazon gets affected. Most of the stakeholders of this company influence its marketing function as they are important in the process of making effective marketing strategies and campaigns. This report explains the impact stakeholders have on the marketing function. It also gives recommendations on how the management can overcome the challenges faced by the company. With the help of the assessment of global challenges and current megatrends, Amazon can make some major changes in its action plan as well. The company has done some changes in its strategies as well with data-driven marketing and embracing the latest technology of AI. Stakeholder analysis has been performed to evaluate the external and internal stakeholders influencing the business operations of Amazon in the UK. The analysis helped in evaluating the extent to which they can influence and impact the functioning of Amazon both positively and negatively. 
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[bookmark: _Toc140314771]Introduction 
According to Campbell and Farrell (2020), marketing is an essential function of an organisation that helps them promote their brand and build their reputation in the market. This function of a business enables them to take their products into the market to offer them to the customers. To increase sales, a company must communicate with its customers and advertise its products. This report will critically analyse and evaluate the challenges faced by the selected organisation due to the development of Artificial intelligence and how it has an impact on the marketing functions of the company. It will also discuss the marketing strategies adopted by the organisation to gain an advantage from the new developments. A stakeholder analysis will be conducted to identify the impact on its marketing functions.
The selected organisation for this report is Amazon which is a company that provides web services (Amazon, 2023). The company is also an online retailer that offers products such as beauty products, home appliances and others. It is headquartered in Washington DC, UK and the founder of this company was Jeff Besos. The number of people working in the company is 10,001 and the annual revenue in 2022 was $6.6 (Global Database, 2023). 
[bookmark: _Toc140314772]Based on a Global Organisation of your choice, Critically Analyse and Evaluate the global challenges it faces and the megatrends which impact its marketing functions post the Covid-19 pandemic
With AWS, Amazon is also making investments in the tech industry, where it has long been a leader in the retail sector. The firm has been making some significant modifications for the improvement of its marketing efforts with the aid of the comprehensive examination of the future of AI. After the pandemic, Amazon has faced some of the major issues and latest mega trends which might be able to change the future of world business. Here are some of the challenges that Amazon faced after the pandemic which have a significant amount of impact on the marketing functions of the organisation. 
Economic uncertainty 
After the pandemic and lockdown, one of the major challenges that the company has faced is economic uncertainty. According to Altig et al. (2020), during the Covid-19 companies have lost their staff members and a heavy shortage of supply has occurred. That is the reason why Amazon has some of the major economic instability through the stock market volatility as well. In 2020, the overall stock for Amazon fell by almost 3.4% (Owens, 2022). However, the company has managed to rise above the first quarter of the pandemic and take advantage of online shopping. Through online marketing, the company soars a rise of almost 220% which has made them the "pandemic giant" (Weise, 2021). 
Disruption of the supply chain  
One of the biggest challenges that the company has faced is the disruption of the supply chain. According to Sharma et al. (2021), with the help of the supply chain, any of the offline or online services or products can be moved forward. It can be said that the overall disruption of the supply chain has a huge impact on the revenue system of the company. That is the reason why Amazon has invested more in social media marketing and they have designed their campaigns for the better pursuit of potential customers in the market.  
As per the trends are concerned, Amazon has grabbed some of the major AI-focused investments (Knight, 2023). These investments can make a significant impact on the marketing functions. Here are some of the megatrends which might impact the marketing campaigns of Amazon. 
Rise of e-commerce
One of the best use of generative AI tools is in the field of e-commerce and as the giant of this sector, Amazon is using these tools in a massive productive way. In recent times, Amazon has launched two of the major language model such as Anthropic and AI21, which can resolve the issues or questions of the customers directly and thus fulfil the overall assessment of the e-commerce sector (Knight, 2023). In the rise of e-commerce, the use of generative AI is one of the key ways to grow exponentially for the foreseeable future. By using AI-driven predictions and analysing the behaviour patterns the company might include personalised recommendations of products within the marketing functions can enhance the overall experience of the customers. With this trend, more customers can be engaged through better experience and thus the retention rate of the customers can be high as well. 
Data-driven marketing  
Generative AI has been running on enormous amounts of data which is essential for a better depiction of the modern world. With the help of that, the company can quantify all the patterns of the customers and thus can take some of the major decisions for the foreseeable future. According to Peres et al. (2023), with the analysis of the customer data or purchasing pattern, choices of purchase and the frequency of it, all the essential data can be predicted for a better depiction. With all these data, the company might be able to thrive with their marketing campaign which can be more focused towards the services of the customers. By doing this data-driven marketing, Amazon might be able to tailor some of the major marketing campaigns and cater direct messages, and promotional offers to foster more revenue in the market.
Automation and efficient tools 
The most effective mega trend that has been there for consideration is automation and efficient AI tools. According to Aydın and Karaarslan (2023), for the content creation of any advertisement or marketing campaign, generative AI such as ChatGPT can focus more on quantity and enhance the quality as well. By doing so the marketing for the company can be automatic and the curation can be done without any hassle. With the megatrend of automation and efficient tools, Amazon might be able to thrive in the marketing campaign and it will automate its functions. The productivity of the company can rise and by doing so the revenue can increase as well. 
With all these megatrends Amazon has a competitive advantage in the market. The use of Anthropic and AI21, two of the LLM which is based on NLP, the company might get all the experience gathered for the customer experience (Knight, 2023). By doing so the company might thrive in the revenue section and foster customer engagement as well. 
[bookmark: _Toc140314773]How is the organisation evolving in deriving marketing strategies to take advantage of the new developments and gain a competitive advantage? 
In recent times Amazon has evolved with their marketing strategies and taken advantage of new developments as well. By doing so the company is fostering some of its major customers and with the help of that, the company has built a loyal community of customers. In recent times, Amazon sales regarding the Ad revenue and cloud sales with almost 23% which is a hike from 2022 (BBC, 2023). Here are some of the major ways in which Amazon has evolved and still continues to do so in its marketing strategies. 
Embracing AI and machine learning 
Utilising all the generative AI and power of machine learning, Amazon has been precise with content generation and marketing strategies with the help of that the overall measure can be taken as well. With the vast amount of customer data, it can be said that the use of AI can analyse those data for more precise prediction and thus get ahead in marketing. In recent times, Amazon has been using the "Flywheel approach" which increased the recommendation engine by 35% which directly affects the marketing strategies of the company (Marr, 2023). By using this approach, the generative prediction from the top to bottom level of the company can be reformed and thus the fostering of the marketing goals can be more precisely done.
Enhancing personalisation 
[image: ]
Figure 1: API of Amazon
(Source: Amazonaws, 2023)
Personalising experiences for customers has been one of the major trends for companies in the global business and thus most of them are adopting these new phenomena. As mentioned by Rathore (2023), with AI-based chatbots, personalised notifications and answering all the questions can enhance the personalisation of the customers. By doing so the company might have the upper hand in the marketing campaign of the market and thus advance with little resistance. Amazon has launched the “real-time store features” for the overall personalisation of the customers and by doing so the company has triggered a retention for them as well (Amazonaws, 2023). With the help of the personalisation of the customers, Amazon has catered to them with a high revenue percentage as well. 
Augmented reality and virtual reality
In recent times, AR and VR are being in the limelight for the rise of AI and the virtual experience which can be exploited by companies for marketing campaigns. As mentioned by Wedel et al. (2020), with the help of the AR and VR, consumer marketing can be done with precision. By doing so the company can cater a different experience for the consumers and thus get their attention for the longest period of time. Customers can get some of the major AR and VR experiences they might be more inclined to buy products and have some of the major services for the foreseeable future. In recent times, Amazon has launched their own AR and VR initiative to give all consumers a live show of virtual products in their real-world scenario as well (Xrtoday, 2022). Amazon has evolved in their approach to marketing and thriving in the market for the longest period of time. 
Commencing with Voice 
With voice recommendations and the use of generative AI the company has migrated towards a more direct territory where it can guide the customers to buy their products or services. With the launch of these voice activation models, the company might be able to thrive in the market for the foreseeable future. According to Moriuchi (2019), with the help of the voice activation module, it can be said that customer satisfaction and engagement can be enhanced. With voice activations such as Amazon Alexa and Echo, the company is thriving in the right direction. With the launch of Echo 5th Gen, the use of ChatGPT has been done by the company (Fingas, 2023). By doing this the overall customer engagement can be increased and thus getting ahead in the market for Amazon can be more hassle free. 
Social media investment   
One of the most common ways of marketing is social media engagement for the company. By enforcing all the social media giants in the market, Amazon can have the upper hand for the foreseeable future. Amazon has invested in TikTok, Instagram and Twitter for more engagement in the market (Masters, 2022). By doing so the company has been engaged in consumer marketing and created some of the major opportunities for the marketing as well.  
[bookmark: _Toc140314774]Identify key stakeholders of the organisation and their impact on the marketing functions of the organisation. 
As illustrated by Heslinga, Groote and Vanclay (2019), stakeholder analysis helps in revealing the influences and interests of several stakeholders. It further determines whether or not their interactions are cooperative, complementary, or conflicting. Governance arrangements are better evaluated and understood by examining the relationships among stakeholders. 
[image: ]
Figure 2: Stakeholder Analysis
(Source: Created by the learner)
	Stakeholder Name
	Impact
	Influence
	What is important to the stakeholder?
	How could the stakeholder contribute to the project?
	How could the stakeholder block the project?
	Strategy for engaging the stakeholder

	Customers 
	High 
	High 
	Better quality products and services, affordable rates
	Increased brand awareness, loyalty, value, repetitive purchasing patterns, and lead generation in the market. 
	Denial of the organisational offerings, bad reputation and declined retention.  
	Better quality control, competitive and affordable pricing strategy. 

	Investors
	High 
	High
	High return on investments
	Much better investment in the future.
	Reluctance in investing any further to the financial background. 
	Providing better clarity on financial operations and including them in board meetings. 

	Employees
	High
	Medium
	Better cash flows, sales, increased pay
	Better functioning, productivity, and increased efficiency or effectiveness.
	Poor performance, conflict, disgust, increased attrition, strikes, and reluctance to perform. 
	Rewards, recognition, increased pay, other employee benefits, and motivating or encouraging them by including in group discussion.

	Board members
	High 
	High
	Better revenue and profit generation, greater corporate sales
	Uptaking better decisions and strategic planning.
	Poor decision-making skills, inadequate support, and poor management. 
	Better clarity on market conditions and regular updates on business operations. 

	Shareholders
	High
	High
	Increased return on investments (ROI)
	Increased investments and active participation.
	Reduced or reluctance in investments.
	Engaging them in board meetings.

	Suppliers
	Medium 
	Medium
	Increased orders of raw materials
	Supplying better quality raw materials. 
	Delivering poor quality or inadequate raw materials.
	Fostering better relationships, trust, and respect.

	Governmental agencies
	Medium
	High
	Smooth and efficient tax collection 
	Financial support and licensing. 
	Cancelling licenses or disrupting business operations. 
	Timely tax payments and highlighting the business operations maintaining transparency.


Table 1: Stakeholder Analysis
(Source: Created by the learner)
As obtained from the above analysis, it can be determined that employees and board members are the internal stakeholders of Amazon. Jeffrey P. Bezos, Andy Jassy, Brian T. Olsavsky, Douglas J. Herrington, Shelley L. Reynolds, and Adam N. Selipsky are some of the board members of Amazon (Amazon, 2023). On the other hand, customers, suppliers, governmental agencies, shareholders, and investors are the external stakeholders of the company. 
According to Jonek-Kowalska et al. (2022), internal stakeholders possess a direct relationship with the company whereas external stakeholders do not operate directly but impact the organisation. The internal stakeholders help in influencing the operational changes within the business by directly impacting the decision-making process of a firm. Moreover, the external stakeholders aid in ensuring a fair and safe market thus facilitating the long-term success of the firm. Hence, stakeholders are considered to be the most vital part of a project that delivers numerous benefits to the overall company. Both the internal and external stakeholders in Amazon perform in coordination with each other in ensuring the best results and prospects thus attaining a better position in the market. 
Stakeholders have a great impact on the marketing functions of an organisation as they enhance the ability of management to identify and implement advanced marketing strategies. To gain a competitive advantage in the market and improve customer engagement, the stakeholders of a company give their perspectives on the products and vest their interest to go along with the developments. For instance, the above-mentioned stakeholder of Amazon also influences the company's marketing functions. Customers are important stakeholder who increases the company's brand awareness by purchasing products offered by the company (Wang et al., 2021). Companies make products based on the needs and preferences of the customers to generate huge profits and build their reputation. Investors of a company have an influence on the marketing functions by providing funds to the business for the marketing campaigns and development of the products offered. Moreover, employees working for the company find effective ideas to make strategic marketing campaigns by providing valuable feedback on the needs of their customers. 
Employees are the face of the company and they communicate the mission and values of the business (Mazzei, Butera and Quaratino, 2019). They also interact with the customers to understand their purchasing behaviour and needs to make product development. Board members provide oversight and guidance to the marketing team on how to make effective marketing strategies. In case they fail to do so, their influence harms the marketing functions. Shareholders invest in the company to make effective marketing campaigns. They influence the company's marketing decisions by interacting and communicating their expectations and preferences to the management (Hamdani and Hannes, 2019). Since suppliers provide raw materials and other necessary resources to the company, maintaining good relations with them can also have a positive influence on marketing functions. They ensure that they supply high-quality materials to improve the quality of the final product which can be used in marketing campaigns. At last, government agencies have an impact on marketing functions as they provide laws and regulations for marketing and advertising practices. New developments and mega trends require new regulations which a company can change by complying with the laws of the government. 
[bookmark: _Toc140314775]Provide Recommendations for marketing strategies for some of the challenges identified 
Since Amazon is making changes and developing new technology to use in its business operations it faces many challenges such as economic uncertainties, disruptions in the company’s supply chain and others. The megatrends and global developments identified had a great impact on the marketing functions of Amazon which they need to overcome by finding relevant solutions. Some of the recommendations are discussed below on how the selected company can overcome the challenges faced by them due to the developments such as AI. 
Investment in R&D–Investment in research and development is important for the company to maintain and gain a competitive advantage in the market and respond to emerging trends such as technological developments. By investing in R&D, they can develop new products and make effective marketing campaigns to promote their products. They can understand the needs and preferences of their customers to improve and develop new products and services (Seyyedamiri and Tajrobehkar, 2021). Creating cutting-edge language models can help them generate more revenue as it satisfies the needs of the consumers and further help them in gaining a competitive advantage. Moreover, investing in this area can make these models more efficient and effective which can also improve the marketing functions of the company.
Training and Development–Management can develop training and development initiatives to help the employee learn how to use and handle the models efficiently. This can also help them to find new solutions on how to make the AI models more advanced to satisfy the needs of their consumers. It will also ensure the company that their employees have several skills and knowledge which are necessary for them to develop and implement new or advanced marketing strategies and technologies (Moldoveanu and Narayandas, 2019). Thus, this can help the company to maintain its competitive edge in the rapidly changing market all over the world to ensure the company's growth and long-term success in the future. Investing in the training and development of employees can also help the company to improve employee satisfaction and retention which can result in better customer service and improvement in the performance of businesses. 
Reality-based investments–With increase in the AR and VR in recent years, the company can improve their marketing function to make effective marketing campaigns. Consumer marketing can be done with the help of AR and VR with precision. With this, the company can develop a different experience for their customers which can help them in getting more attention from them. Improvement in these technologies can enable the company to build its reputation in the market as customers will be satisfied with the company’s products (Lee and Lee, 2020) Since the company has launched its AR and VR initiative, the consumers will have a completely different experience of viewing the products offered by Amazon. This can be a great way to shift the customers’ attention towards the company. 
Thus, it will help the company to evolve and thrive in the market for a longer period. The company will be able to get more growth opportunities in the future and help to sustain itself in the market for the long term. 
Social media penetration–Social media is an effective way for marketing the company's products to the market (Syaifullah et al., 2021). With the use of AI, Amazon can improve their marketing campaigns and efficiently promote its products to generate more sales. Investing in social media can improve its usage by the marketing management which can help them to improve their marketing campaigns It can help the company to identify and understand the needs of the consumers and develop contents based on customer needs to get their attention. This will also help the employees to provide valuable feedback to the customers and make changes to the product. 

Marketing with data-driven tools - Generative AI has been running on an enormous amount of data which is essential for a better depiction of the modern world. With the help of that, the company can quantify all the patterns of the customers and thus can take some of the major decisions for the foreseeable future. The analysis of the customer data or purchasing pattern, choices of purchase and the frequency of it, all the essential data can be predicted for a better depiction. 
[bookmark: _Toc140314776]Conclusion 
In conclusion, with changes in the technologies and megatrends in the global market, the marketing functions of a company get affected. Due to the challenges faced by an organisation such as economic disruptions and others, a company needs to develop new marketing strategies to promote their products and services. With the new marketing strategies and techniques, they can gain a competitive advantage in the market. This will result in the growth and success of Amazon in the future as they will be able to improve their marketing functions and increase customer engagement by earning more profit. This report discussed the challenges which the company faced due to global development such as AI and the megatrends in the market. This change affected their marketing functions which needed great attention. A stakeholder analysis model was used to examine the impact of the challenges on their marketing functions. Recommendations were also given to state how the company can mitigate the challenges. 
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